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Generallyspeakil19,theJapanesemanagementstyleisdifferentfrom
theWesternmanagementstyle.Thiswillalsobethecaseintradebetween
retailersandsuppliers.Anotherfactoristhedifferentorganisationalstruc-
tureofthedistributionsysteminJapan.Themostnotablecharacteristicof
the・Japanesedistributionsystemisitsmulti-layeredstructure.Thisalsoin-
fluencesbuyingactivitiesandtherelationshipsbetweenretailersandsup-
pliers.DifferencesinthecriteriausedbythebuyerbetweenJapaneseretail
l)usinessandBritishretailbusinesscanbeexpectedtocomefromthede-
greeofthestrengthoftheserelationships.Thepurposeofthispaperisto
researchthecriteriaofretailbuyersintheUKbyanalysingJapaneseretail
buyersinLondon,andtodevelopatrustmodelonretailbuyerbehaviourby
comparingretailbuyinginJapanwiththatinAustraliaandtheUK,usinga
similarresearchstrategytothoseinpreviousstudies.Thisresearchwas
supportedbytheJapaneseMinistryofEducation〈GrantNo.09630103).
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TheoryOfRetailBuyerBehaviOur
Thegrowingpoweroftheretailbuyerhasdevelopedduetothecon-
centrationoftheretailsectorandthecentralisationofthebuyingfunctions
(Farrisetal,1992,Swindley,1992).ThepowerofretailbuyersinBritainhas
beengrowingaswellastheirinfluenceoverthedistributionsystem.In
Japan,thelawrestrainingtheopeningoflarge-scaleretailerswasrelaxedin
1992,butthedegreeofconcentrationoftheretailsectorisstilllow(Kuwa-
hara,1997).ThepoweroftheretailbuyerinJapanhasnotbeenstrong.
However,anincreaseinthebuyer'spowercanbeexpectedduetothe
changesinlegislation(G.DaviesandH.Itoh,1997).
Relationshipsbetweenbuyersandsellerscanbepurelytransactionalor
theycandevelopviaanumberofstagesintotruerelationships(Hogarth-
Scott,S.andS.T.Parkinson,1993).Intheearlystagesofabuyersellerin-
teraction,thereareonly"Transactions"and"RepeatedTransactions"basiceco-
nomictransactionsbasedonprice,specificationandavailability.Thereislit-
tleinthewayofarelationship.Inthe"Long二termRelationships"stage,the
felationshipisstilladversarialanddependsheavilyonmarketcontrol.Inthe
nextstage,"Partnership","Mutualtrust"and"Dependence"emerge.Thisin-
cludesasharingofinfbrmation,frequentface-to-facemeeting,andasharing
ofrisksandrewards.Insucha"Strategicalliance",bothpartiescommittheir
differenttypeofresourcestothealliancewhatincludestheuseoftransac-
tionspeci丘cinvestment,dependencyandsharedgoals(AndersonandWeitz,
1989,Ganesan,1994,).
Establishingpartnershipsneedstimeandthereforethelenghtofanyre-
lationshipcanbeasignificantmeasureoftheproximityofbothparties
(AndersonandWeitz,1989).Incommunicationbetweenthetwoparties,the
frequencyofexchangesofinfbrmationwillfacilitatejointoperation(Ellram,
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1995).Oneconcernisthenumberofsuppliersabuyerdealswith.Thelarger
thenumberis,thelesslikelyameaningfulrelationshipbecomes,(Daviesand
Treadgold,1997).
AccordingtoDavies,thereareanumberoffactorsthatcanbeasses-
sedtojudgethedegtieetowhicharelationshipisseentobeapartnership
inthequalityoftheintendedbusinessrelationship,whetheritinvolves
sharedriskandrewardandwhetherdependencyismutual(Davies,1994a).
Inbothsidestrusteachotherandwhetherthebusinessrelationshiphasa
socialdimensionisimportant(Metcalfetal.,1992).Anumberoffactorswill
thenaffecttherelationshipbetweenbuyerandsupplierasf6110ws:Data
sharing,Frequencyofcontact,Sharedrisk,Mutualdependency,Trustand
Socialrelationships.
Thetraditionalbuyermodelthatwasdevelopedfbrindustrialbuying
behaviourbyShethconsistsof6partsasfbllows,"lnf6rmationSource","Ex-
perience","DMUExpectation","BuyingProcess","ProductSpecific"and
"C
ompanySpecific"(Sheth,1973).Sheth'smodelwasmodifiedfbrretail
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buyingbehaviour(G.Davies,1993).InthisstudyIWillanalysesomedirect
routesbetween"BuyingProcess"and"ProductSpec雌c","CompanySpeci且c",
and"DMUExpectation".Furthermore,theindirectroutebetween"Buyer
Process"and"Experience"willbestudied.
Decisionmakinginanybuyingsituationiscontextspecific.Itisimpor-
tant,therefore,whenresearchingretailbuyingtodefinethecontext.Pre-
viousworkshaveidentifiedalargenumberofcriteriaandinfluencesonthe
retailbuyer,however,notaUofthemwillberelevanttoeachsituation(Ni11-
sonandHost,1991).Thecontextofmyresearchwillbethedelistingor`un-
buying'ofproductsandthedelistingofsuppliers.Delistingisdefinedasa
decisiontogetoutaparticularitemfromthemasterfile.Bydelisting,itis
understoodthattheproductisstillonsaleinotherretailers,sothatthedeci-
siontodelistitisamajoronefbrthebuyer.Sometimesthiswillleadtothe
delistingofallthesupPlier'sproducts.
PreviousresearchusingasimilarapproachhasbeendoneinaBritish
context.Thecriteriausedbybuyersvariedwiththeirageandexperience,
youngerormorequalifiedbuyersusingnioreobjectivecriteria(Davies,
1994b).Whethertherelationshipendedwasalsoassociatedwiththenature
ofthe(social)relationshipsbetweenbuyerandsupplier(Davies,1994a).Ina
similarresearchinAustralia,DaviesandTreadgoldhavefoundthattheen-
dingoftherelationshipisaffectedbythebuyer'sattitudetothesupPlier
andthatthisinturnisaffectedbythebuyer'sage,thelengthofthere-
lationship,andthefrequencyofbuyer/sellercontact(DaviesandTreadgold,
1997).
Inthisresearch,Ibasicallyintendtorepeatthesamemethodologyof
DaviesandTreadgoldtodetermineiftheirmodelscanbeappliedinthedif-
ferentcontextofJapaneseretai1.Ialsodevelopedtheirmethodologyby
addingquestionsconcerning`trust',re且ectingrecentinterestinthelitera一
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ture(DoneyandCannon,1997).InJapan,historically,thepowerofthemanu-
facturerhasbeenstrong.Trustofthemanufacturer'sbrandmighthavefbs-
teredtrustinthesalesperson.Traditionallytheabilityofthesalespersonhas
notbeenregardedasverysignificant.However,theimportanceofthisabil-
ityhasgraduallygrown.
PilotResearch:JapaneseBuyerinLondon
ResearchDesign
Inthemainresearch,20delistingswerecollectedinquestionnairere-
searchandpersonalinterviewswithbuyersinJapaneseretailersinLondon.
Personalinterviewswerealsoperfbrmedatthesametimebecauseofthe
additionalqualitativeinformationthatcanbegathered,thebenefitsofhigh
responserate,andtheabilitytoexplainthequestionnaireprocess.Retailers
wereselectedfromavarietyoftypes.Additionalquestionsassessedthesize
ofthesupplieranditsimportancetotheretailer,aweaknessinearlierre.
search.
QuestionnaireDesign
Thisquestionnaireconsistedoftwoparts.Theformeristoresearchon
theretailbuyer'scriteria,evaluationsystemtobμyingactivity,andtheir
pro丘le,age,careerandeducationalbackgrounds(buyersheet).Thelateris
toresearchonthedecisionmakingbyretailbuyerthathasalreadydelisted
someproducts(productsheet).Asthe,mainpoint,Ihavefocusedonthere-
1ationshipbetweentheretailbuyerandsupplier.
FourJapanesedepartmentstoresarebranchorsubsidiarycompaniesin
London.Thenamesoftheseretailersareasfollow:Sogo,Isetan,Mitsukoshi
andANA-Takashimaya.TheseshopsarelocatedinCentralLondon.
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However,onesupermarketstore,Yaohan(aglobalretailingcompany)islo.
catedinthesuburbanareaofcentralLondon.Thesedepartmentstoreshave
mainlyassortedluxuriousgoods.
Itisimportanttounderstandthecrucialfactorsofdelisting,inorderto
developtheadequaterelationshipswiththebuyerandthemanufactures.
Thisquestionnairewasconductedtobuyerstorateeachofthepre-specified
criteriasthatwereimportantintheirdecisiontodelistontheconcernofthe
specificproducts,byusingthefive-pointLikertscalefrom'unimportant'to'
　 り
verylmportant.
Questionna'reresearch
ListingCriteria-byBuyerSheet
Firstpointiswhatthefactorofdecisionmakingis,whenbuyeradapts
theproduct.ThedatacollectedbyQ。10wasweightedasfollow.First
orderedcriteriawasaddedsevenpoints,secondorderedcriteriawasadded
sixpointsandthelastorderedseventhcriteriawasaddedonepoint.There-
sultbysumminguptheirscoreisindicatedinFigure2.
???
?
?
Prestagebrand
Hlmargln
Goodrecords
FItmarkettrends
HIsaIes
Frヒcustomer
0
・黛 ∵　難 ・…
:鱒病.
51015
saore
Figure2ListingCriteria
20
ヒ『・
、ぐ黛
琶譜 ・ぺ1
ξ 　 ∴漁 一.、・煽 ご
、〆
25
AComparativeAnalysisonRetailBuyerBehaViourbetweenUK,AustraliaandJapanヱ65
TitleTerms
"Fitcustomer":"theproductwhichfitsthecusto
merofyourcompany"
"Hisales":"theproductwhichisanticipat
edbyhighsales"
"Fitmarkettrend":"theproductwhichfitsthemarkettrend
."
"Goodrecords":"themanufacturewhoseproductsh
aveexcellentrecordsinthe
past."
"Himargin":"theproductwhichhashighmargin"
.
"P
restigeBrand":"theproductwasmadebythemanufacturewhichhasapre-
stigebrand."
DelistingCriteria-byProductSheet
ThirteensamplesweregivenfromfourretailbuyersinLondon.These
productsampleswereMansWear(1),LadiesWear(5),Bag(2),Shoes(1),
China(2),Leather(1)andFood(1).Thenumberinparenthesisshowedthe
numberoftheitems.TablelindicatesthedelistingcriteriabyJapanesere-
tailbuyerinLondonandAustralia,(DaviesandTreadgold,1997).
Table1.DelistingCriteria
JapaneseretailbuyerinLondonAustralianretailbuyer
1.Buyeropinionofpotentialsales1.Salesvolumetoolow
2.Grossmargintoolow 2.Grossmargintoolow
3.Salesvolumetoolow 3.Netprofitmargintoolow
4.PoorQuality 4.Poordelivery
5.Pricewastoohightforyou5.WrongPricepoint
6.Poordelivery 6.Buyeropinionofpotentialsales
7.WrongPricepoint 7.Pricetoohigh
8.Pricerisetoohigh 8.Pricerisetoohigh
9.Netprofitmargintoolow9.Changeofretailerstrategy
Firstofall,asimilarresultwasfoundintheterms,'Grossmargintoo
low','Salesvolumelow'heldinhighrankinbothdata.Secondly,someterms
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wereinthedifferentrankinbothdata.AsJapaneseretailbuyerinLondon,
'Buyeropinionofpotentialsales'heldtoprankinthiscriteriatable.Onthe
otherhand,intheresearchinAustralia,thistermwasinsixthinlowrank.
Asothercases'Poorquality'wasinhighrankofJapaneseretailbuyer.In
Japan,theyusuallyseldomanalysethevalueofthe'netprofitmargin'.
Therefore,JapaneseretailbuyerinLondondoesnotestimate'Netprofit
margin,Itheldlowrank.
Table2indicatstherelationshipwiththesupplierbyusingthefirst10
termsofQuestion16inafive-pointLikertscale,(from'notatall'to'perfect-
ly').
Table2RelationshipDescriptors
JapaneseretailbuyerinLondonAustralianretailbuyer
1.Businesslike 1.Businesslike
2.Friendly 2.Co-operative
3.Co-operative 3.Social
4.Fulloftrust 4.Fullofconflict
5.Open 5.Open
6.Mutualdependency 6.Close
7.Risksharing 7.Apartnership
8.Close 8.Friendly
9.Fullofconnict 9.Mutualdependency
10.Social 10.Fulloftrust
Table2showedthatthetoprank,'Businesslike'isthesameinboth
data.InJapanesedata,however,'Friendly','Fulloftrust'and'Mutualde-
pendency'heldhigherrankthanthatofAustraliadata.Thesetermscanbe
regardedastheinteractivefactors.InJapaneseretailbuyeractivity,Reflec-
tiononsomeofthosewillmakeclearthattheinteractivefactorstendtobe-
comestronginJapan.
InQuestionl6,buyerswereaskedtorateanumberofdescriptionsof
thesupplieronthesamescale.TheresultwasdescribedinTable3.Table3
indicatesthat'MarketLeaderships'heldthetoprankinJapaneseretaiI
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Table3.SupPlierDescriptions
JapaneseretailbuyerinLondonAustralianretailbuyer
1.AMarketLeadership 1.Responsive
2.Responsive 2.Helpful
3.Inef〔ective 3.Ineffective
4,Helpful 4.AMarketLeadership
buyerinLondon.ThisresuitreflectesthattheJapaneseretailbuyingtends
tobebuteroriented'.
Personallnterviewingresearch
Firstofa11,auniquetradepracticeinJapan,"unsoldgoodsreturning
system"influencedthebuyerbehaviour.MostofthedistributorsinJapan
stilladoptthesepracticesthatarenotanylongerinuseinBritainandAu-
stralia.Ifretailerspurchasetheproductwithreturnableguaranteeofunsold
goodslikeasJapaneseretailersdo,theyhavelessneedtobuyit.Onthe
contrary,mostoftheretailbuyinginBritainandAustraliadoesnotpermit
toreturnunsoldgoodsupwardstothemanufacturer.Therefore,theirneed
ofselectionofproductwillincrease.
Secondly,mostofretailersinBritainhaveusedthecentralbuyingat
theirheadquarters.Ontheotherhands,someJapaneseretailersinJapan
haveadoptedthiscentralbuyingattheirheadquarters.Otherretailersused
totakedecentralbuyingbystoremanagerateachstores.Japaneseretailer
hasinsistedontheimportanceofthelocalpurchasingfbrmeetinglocalcon-
sumer'sneeds.Additionally,Japanesebuyersattheheadquarterdirectly
negotiatesforlistingupthemainitemswiththesuppliersthatareleading
manufactures.However,inthecaseofsmalllotdealing,thebuyersatthe
headquarternegotiatesnotdirectlywithsmallandmediummanufactures,
butwiththewholesalerthattradewiththem.Aftertheyhavelistedup
theseitemsinthemasterfile,themanagerofthestorebranchusedtode一
168 商 学 討 究 第48巻 第2・3号
cidewhethertheybuytheitemornot.Therefore,evenifthebuyerIisted
someitemsihthemasterfile,itwouldnotalwaysmeanthattheseproducts
havebeenboughtandstockedbytheretailer.Theproductswerelistedin
themaster且lewhilestockedinwholesaler'swhorehouse.
Thirdly,thenumberofbuyersisdifferentbetweenJapanandBritain.
Forexample,inthefooddepartmentattheJapaneserepresentativesuper-
marketsthatsalesis5billionandhas4thsalesrecordsin1996.Thenumber
ofJapaneseretailbuyefthatengagedinthissupermarketwasnineteen.On
thecontrary,inBritainthesamedepartmentandsalesis11,500million,the
numberofthebuyerwasaround200.Therefbre,Japanesebuyerscannot
affordtonegotiateoneachitem,f6rtheynegotiatewithwholesalerinstead
ofwithsmallandmediumsuppliers.
ReSultOfPilotResearch
TheresultsofthispilotprojectforJapaneseresearchshowedthattheir
buyingdecisionmakingdependsonanassessmentfromoutside,particularly
fromotherbuyer.Therefbre,evenJapanesebuyersinLondonIackinde-
pendence.Moreover,mostoftheretailersthatrespondedinthisproject
operatedonlyoneshoP.
DevelopingMeth◎dologyforJapaneseContext
Inthisproject,IinvestigatedJapaneseretailbuyersinLondon.Despite
differencesincultureandbuyingmethod,thequestionnaireofDaviesand
Treadgoldappearedtoworkwell.However,somechangesincontentwere
needed.AnumberofinsightsintoJapanesebuyingandhowitdiffersfrom
othermethodswereidentified.
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MostretailersinJapanhaveadoptedthesystemofreturningunsold
goods.Eveniftheretailbuyerfailstopurchaseaproductthatachieveshigh
salesvolume,theretailercanreturnunsoldgoodswithoutgreatloss.The
retailerinBritainisusuallyunabletoreturnanyunsoldgoodstothemanu-
facturerandwholesaler.Therefbre,theyprobablytakegreatercareover
whichproductshouldbepurchased.MostoftheJapanesebuyersinLondon
whohavegotusedtothispracticeinJapanhavealsorealisedabouttheim-
portanceofassessingProductvalue.
TheJapanesebuyerdefines`listing'asadecisiontoputaproductonto
amasterfile.Thenstorepersonnelselectfromthemasterfile,whileinBri-
tainthebuyernormallymakesthisdecision.JapanesebuyersapPearto
havelargenumberofsupplierstodealwith。Theycreateamasterfilefrom
whichstoremanagersselectapractice,whichhasgoneintheUKandAu-
stralia.WholesalersarealsomoreimportantintheJapanesemarket,thereis
lessdirectnegotiationwithmanufactures.Finally,teambuyingisnotawidely
adoptedideainJapan.
InordertoresearchinaJapanesecontext,otherchangestotheDavies
andTreadgoldquestionnairewillbemadebythepilotresearchinLondon.
Forinstance,inAppendix1,ProblemofQuestionnaire,thejobmobilityof
Japanesebuyerhasbeenlowandthereisnofindingadistinctionbetween
Q.2"Howmanyyearshaveyoubeenengagedasabuyer?"andQ.4"years
ofexperienceasabuyerinyourcurrentposition?"InQ13,inthecaseof
askingaboutthedistributionsystem,respondentsdidnotregard"Agent"as
acommonconcept.InQ.15,assessingthefrequencyofcontact,Iaddedthe
option"Morethanonceamonth"totheoriginalquestionnairefbrthereason
thatcontactisoftenmorefrequent.
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TrustModelandResearchHypotheses
Inpreviouswork,linkswerefbundbetweenretailbuyingbehaviour
andotherfactors.Manyofthesefactorscanbethoughtofasdeveloping
trusteitherintheproduct,thesupPlier'sorganisationorthesalesperson.In
trustmodelthebuyers'attitude,affectivefactorandcognitivefactorarere-
gardedaslatentfactors.Trustisregardedasthemanifestfactoraffecting
decision-making.ThisisachangetothemodeltestedbyDaViesandTreadgold,
Figure2(DaviesandTreadgold,1997).
Antecedents:Thereareanumberofantecedentstocreateanattitudethat
willaffectoneorbothofthetwocomponents.Firstofall,toformaPartner-
shipneedstime.Therefore,thelengthofrelationshipswillbeanimportant
factor(AndersonandWeitz,1989).Thedevelopmentofabuyer'saffective
feelingtowardasuppliermaytakelesstime.Onthecontrary,theevolution
oftheircognitivebeliefswilltakeIonger.Secondly,frequentlycontactbe-
tweenthesupplierandthebuyershouldinducetheattitudetobestronger.
Alowcontactfrequencycouldinduceafeelingandbeliefthatasupplieris
notcommittedasmuchasasupplierwhovisitsmorefrequently.Thirdly,
thenumberofsuppliersafiiectsthepowerofrelationshipsbetweenbuyers
andsuppliers.Thenumberofsuppliersincreasesthetimethatthebuyer
needstodeveloparelationshipanddecreasestheopportunitytoforma
clearviewaboutanyonesupplier.Accordingtopreviousresearch,the
seniorityofthebuyerwouldinfluencethenumberofsuppliertheyare
askedtodealwith.(Davies,1994)Finally,thedependencyofthebuyeron
thesupplierwillaffecttheirtrust.
ノlttitude`otheRelationship(Affe{ヲtiveαπd『Cognitiv{ソ:Ingeneral,itisbe一
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1ievedthatanattitudetowardsanobjectconsistsoftwoparts.Theseare
theindividuarscognitivebeliefaboutanobjectandtheindividual'saffective
feelingtowardsthatobject(Day,1973).Thesecomponentsofattitudeshould
bepositivelyrelatedwiththeretailbuyer'sbehaviour.Inthemarketing
channelliterature,therearemanyconstructsthatcanbethoughtofascom-
pollentsofattitude(Huntetal.,1985,LewisandLambert,1991,Emerson,
1962,AndersonandNarus,1990,Dwyeret.al.,1987).
Thereisdifferenceofviewastowhethertherecouldalsobeinterrela-
tionshipsbetweenthecognitiveandaffectivefactors(Day,1973).Daviesand
TreadgoldincludedintheirAffectivefactor,℃lose',`Mutualdependency',
`P
artnerships',and`Sociarelements.AndfbrtheirCognitivefactor`Co-
operative',`Fullofcon且ict',`Helpfurand`Responsive'(DaviesandTreadgold,
1997).
Trust:AccordingtoAndersonandNarus,trustisdefinedas"thefirm'sbelief
thatanothetcompanywillperfbrmactionsthatwillresultinpositiveout.
comesforthefirm,aswellasnottakingunexpectedactionsthatwouldre-
sultinnegativeoutcomesfbrthefirm"(AndersonandNarus,1990).Accord-
ingtoGanesan,thenotionoftrustis"Oneoftheexpectationsfbrmedbythe
partner'sexpertise,andreliability"(S.Ganesan,1994).Inrecentliteratureon
buyer-supplierrelationships,trustwasdefinedastwodistinctcomponents:
creditabilityandbenevolence.Creditabilityisbasedontheextensionofthe
retailer'sbeliefthatthevendorhastherequiredexpertisetoperfbrmthe
jobeffectivelyandreliably.Itincludestheconsistency,stabilityandcontrol
overthepatternofbehaviour.Benevolenceisbasedontheextensionofthe
retailer'sbeliefthatthevendorhasintentionsandmotivesbeneficialtothe
retailerwhennewconditionsarise,conditionsforwhichacommitmentwas
notmade.Itfbcusesonthemotivesandintentionsofthepartners(Doney
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andCannon,1997).Therefore,creditabilitycanbeexpectedtorelateto
cognitivefactors.Ontheotherhand,benevolencecanbeexpectedtorelate
toaffectivefactor.
Mostrecentacademicworksontrustinrelationshipsdistinguishsbe-
tweenthetrustofthesupplierfirmfromthatofthesalesperson.Basically,
theconceptthatwasseentoinfluencetherelationshipsinpreviousworksis
onlythe``trustofthesupPlier　.Onlyonestudyhasincludedbothtrustof
thesupplierfirmandtrustofsalesperson(DoneyandCannon,1997).Inthis
research,trustwillbemeasuredbythreeelements.Theseare"trustinsup-
plier","trustinsalesperson",and"trustinproduct".Thefirsttwoconcepts
wereincludedinthemostrecentresearch(DoneyandCannon,1997).
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Conclusion
Thetypeofresearchonretailbuyerwillcontrib耳teinthreeways.First,
therehasbeenlittlepublishedonJapaneseretailing,particularlyinbuying.
Second,theresearchwillalsodevelopexistingtheoryonbuyingbytesting
ideainaJapanesecontext.Inotherwords,oneoftheaimsofthisresearch
istoseeifexistingmodelscanbeappliedinthedifferentcontextof
Japaneseretailing.Third,anotherresearch'saimistoimproveexisting
theoryandmethodologybyaddingfurtherquestionson`trust'.
Inthisproject,IassumedthedifferenceofretailbuyingbetweenWest-
ernstylemanagement(UKandAustralia)andtheEasternstyleman-
agement,Japan.BymeansofsomeinterviewingresearchesontheJapanese
retailbuyerinLondon,IintendedtofindhowJapaneseretailbuyerreco9-
nisethesedifferencesunderBritishbusinesscircumstances.Theseinter-
viewsoutstandthatthesedifferencesarisefromtheulliquetradepractices
andthetendencyofthecloserrelationships,andcon且ictavoidingbe-
haviours.Theresultsofthispilotresearchweredescribedbydevelopinga
trustmodelforresearchonJapanesecontext.
ThispilotresearchontheJapaneseretailbuyersinLondon,showeda
needf6rfUrtherresearchplanstoanalysetheJapanesebuyerinJapan,and
extendsamplesizetousesomemultidimensionalstatisticsmethods.Furth-
ermore,thequestionnaireshouldbechangedfbrtheJapanesebuyer.Forin-
stance,inappendix1"problemofquestionnaire",firstofall,bythereas6n
thatthelobmobilityofbuyerhasbeenlowIcannotfindadistinctionbe-
tweenQ2"Howmanyyearshavebeenyouengagedasabuyer?"andQ4
"yearsofe
xperienceasabuyerinyourcurrentposition?".InQ13,0nthe
caseofaskingthedistributionsystemrespondentcouldnotregard"Agent"
ascommonconcept.IIIQ.15,askingthefrequencyofcontacts,Iaddedthe
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option"5.Morethanamonth"totheoriginalquestionnairebecausethey
havetoosmallscope.
Dataoffurtherresearchneedstobeanalysedbythetypeofrespondent
(Buyerinheadquarter,Wholesalerbuyer,Storemanager),bytheproduct
type,andbythesizeofretailer.However,inthisresearchonlytheretaiI
buyerinstorewasfocused.ComparisonsshouldbemadewithpreviousBrit-
ishandAustralianresearchusingstatisticalteststoassessdifferencesin,for
example,thenumberofsupplietsdealtwith.Theimportanceofcriteriascan
becomparedusing"ttests".Otherstatisticsmaybecomparedinasimilar
way.FactorandClusteranalysiswillbeusedtotestthehypothesisthat
youngorinexperiencedbuyershavedifferentdimensions.Theyselectthe
moreoblectivecriteria(Davies,1994b).Secondly,correlationand
LESREL/AMOSmodellingwillbeusedtotestthevarioushypothesesim-
pliedinFigure3.However,inthispilotresearch,thenumberofdelisting
caseisthirteen,toosmal1.
Inthisquestionnairethatconsistsoftwoparts,themainfocusisonthe
relationshipbetweentheretailbuyerandsupplierinQuestionnaireB
(Appendix1).First,additionalQuestionsontrustwillbeaddedinfurtherre-
searchinJapan.Structuralequationmodellingcanconfirmthemodelas
proposed.Second,itcancompareathetrustmodelwithalternativemodels
thatrepresentdifferentstructuralrelationships.FinaUy,thetrustmodelcanbe
improvedanddevelopedthroughmodificationsofstructuralmeasurement
models.
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AppendixlQuestionnaireinEnglish
QuestionnaireABuyerMasterSheet
Pleasecompleteoneoftheseonlyfbreachbuyerinterviewed.
Pleasecompleteoneseparatequestionnairef6reachdelistedproduct.
Date:Retailer:Buyername:
MainProduct:
Q.1.CouldyoutellmeyourAge?
1.under25,2.25-34,3.35-44,4.morethan45
Q.2.Howmanyyearshaveyoubeenellgagedasabuyer?
1.under2years,2.2yearsto4years,3.5yearsto9years,
4.morethan10,
Q.3.Couldyoutellmewhatyoureducationbackgroundsare?
1.Bachelor,2.Graduatedfrom且SC,3.GraduatedfromCollage,
4.Master,5.Noneofthese,
Q.4.Couldyoutellmehowmanyyearsofexperienceasabuyerinyour
currentposition?
(》years
Q.5.Doyouhavemorethan'oneyearofexperienceworkinginanyretail
outlet?
1.Yes,2.No,
Q.6.Howmuchareyourcompaniessalesinthisyear?
£()
Q.7.Istherethenormofthemargintothebuyer?
1.Yes,2.No;
Q.8.Istherethenormofthesalestothebuyer?
1.Yes,2.No,
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Q.9.Arethereanyevaluationsystemsonsalesperformanceoftheitem
thatthebuyerbuys?
1.Yes,2.No,
QuestionnaireBDelistProducingList
Pleasecompleteoneforeachdelistedproduct.
Date:Retailer:
Buyername:MainProduct:
Pleasethinkofaproductthatyouhavedelistedinthelastfewyears.
By`delisted'wemeanyouhavestoppedbuyingtheproductbutotherre-
tailershavecontinuedtosellit(orsomethingverysimilar).
Q.10Whatwastheproduct?
()
Q.11.Wastheproductanownlabe1/ownbrand/exclusivebrand?
1.Yes,2.No,
Q.12.Howmanyyearshaveyousoldthedelistedproduct?
()years
Q.13.Didyoubuytheproductdirectorviaanagentorwholesaler?
1.Direct,2.Wholesaler,3.Agent,
Q.14Howimportantwerethefbllowingfactorsinyourdecisiontodelistthe
productonascalesofone層tofive,onemeaningunimportantandfive
meaningveryimportant?
unlmpOrtantverylmportant
12345
a)Salesvolumetoolow.ト ー →一 一 ト 一ー トー H
b)Grossmargintoolow.ト ー 一ト ー 十一 一一ト ーH
c)NetmargintooIow.ト ー
d)Poordelivery.ト ー
AComparativeAnalysison'RetailBuyerBehaViourbetweenUK,AustraliaandJapan
e)WrongPricepoint.
f)Poorquality
9)Youropinionofpotentialsales
h)Pricewastoohighfbryou
i)Pricebecomestoohigh
J)Changeinstrategy
1 2 3 4 5一一一
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k)Others
Q.15Howfrequentlydidyouhaveanycommunicationfrom/withtheori-
ginalsupPlierorthesupPlier'sagent?
1.Morethanonceaweek,2.Onceaweek,3.Onceamonth,
4.lessthanonceamonth,5.Morethanonemonth.
Q.16Howwelldothefollowingwordsgenerallydescribeyourrelationship
withthesupplier(i.e.manufacture)?
NotatallPerfectly
12345
Businesslikeト ー一→一 一 一トー 一一ト 一ー ヨ
Friendlyト ー 一 十一 十一一一トー -H
Cooperative'ト ー一一ト 一ー一州
Socialト ー 一トー 「十 一 十H
Fullofcon且ict'ト ー
Openト ー 十一 → 一 一 ト ー■
Mutualdependencyト 一ー
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Q.
Q.
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12345
Close'ト 十 一 一ト ー トH
Fulloftrustト 一ー→一 一
ApartnershipWW
Asharingofriskandrewardト ー 一 トー 一 ←一 一十 一H
Responsive-
Helpfulト ー ト 十 一ト ー →
Inefficientト ー一一一1--
Amarketleader-
17Didyouprovidethesupplierwiththef6110wingfbrtheproductconcemed?
Forecastofsalesdata1.Yes,2.No,
Markettrend1.Yes,2.No,
Regularsalesdata1.Yes,2.No,
Competitivedata(otherretailer)1.Yes,2.No,
18Didyouhaveelectronicdatainterchangewithyoursupplier?
1.Yes,2.No,
19Whichofthefollowingdidthesupplieroffer/provide?
AdvertisingsupPort
Volumediscounts
Returnofunsoldgoods
Training
Introductoryincentive
Periodicalpromotions
Pointofsales
Merchandisingideas
Others(
1.Yes,
1.Yes,
1.Yes,
1.Yes,
1.Y s,
1.Yes,
1.Yes,
1.Yes,
)
2.No,
2.No,
2.No,
2.No,
2.No,
2.No,
2.No,
2.No,
Q.20Doyoustillbuyotherproductsfromthesamesupplier?
1.Yes,2.No,
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Q.21(additionalQuestionsforJapaneseresearch)
``CouldyourelyonthissupPlier'sproducts?"
"Didyouthinkthatthissupplier'sproducts
areofgoodquality?"
"Arethissupplier'sproductsleadingbrand?"
"Wasthissupplier'sproductstrustworthy?"
AlwaysNever
12345
-
一
一
一
TrustinsupPlier
"Didthissupplierkeeppromises?"
"Wasthissupplierhonestwithyou?"
"WasthissupPlierconcernwith
yourbusinesssuccess?"
"lsthissupPliertrustworthy?"
Always
12 3
Never
4・5一
一
TrustinSalesperson
"Hasthesalespersondealtwithyoufrankly?"
"Hasthesalespersondealtwithyouopenly?"
"Didyouthinkthesalespersonwas
concernedwithyourneeds?"
"lsthissalespersontrustworthy?"
"lsthissalesmanfriendly?"
"Doesthissalesmansharesimilarinterests
withyou?"
Always
12 3
Never
45一
一一一
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